Consumer ethnocentrism has enormous importance in international management and marketing area. Consumer ethnocentrism is strongly connected with xenophobia, morality and rationality, patriotism nationalism and economic and war animosity elements. CETSCALE (Consumer Ethnocentric Tendencies Scale) (Shimp and Shara, 1987) was developed to evaluate emotional dimension of purchasing imported goods regarding the imp lication to economic animosity, rationality and morality. Patriotism and Nationalism Scale (Kosterman and Feshbach's, 1989) was developed scale to evaluate levels of patriotism. Animosity Scale (Klein et al., 1998) was developed to evaluate levels of animosity, such as general d islike for a country, war and the economic animosity. In the current study, a total of 200 students from the department of Nursery Education of the University of Western Macedonia filled in the three scales. The study proposes a structural equation model which describes factors affecting Greeks students' consumption punching behavior, such as: xenophobia, morality and rationality in respect of ethnocentrism, patriotism and nationalism and economic and war animosity. In addition it evaluates its construct valid ity by estimating both convergent and discriminant valid ity, while evaluating the internal consistency of the proposed model itself, and estimates how the instrument determines the reasonable relations among the latent factors mentioned above, and how it describes the reasonable results and assigns the quality of data fit within it. The specific model can be used by researchers to evaluate the effect of different aspects of ethnocentrism in the market economy. In the era of an economic crisis ethnocentric, racism even fascistic attitudes and behaviors can be emerged. 
Greece suffers from a dangerous fiscal crisis and ethnocentric actions, even violent ones, towards legal and illegal immigrants and refugees, both regulations and products for instance, are appeared in many circumstances. Not only political parties but ordinary people put the blame of unemployment on immigrants. In addition, purchasing imported products is another important factor with enormous consequences in the economy and employment. Research on consumer evaluation of foreign products has shown that consumer ethnocentrism, nationalism patriotism and animosity are key variables in marketing area (Anastasiadou and Florou, 2013) .
Consumer ethnocentrism is strongly related to appropriateness of purchasing foreign made products, to superiority of domestic products, to domestic economy harm superiority to other nations, to unemployment, to unpatriotic behavior (Shimp and Sharma, 1987) , to feeling of superiority regarding other nation (Carvalho, 2005) . Patriotism is related to healthy love for or devotion to one's country (Albarq and Nik Mat, 1995; Kosterman and Feshbach, 1989) , to feeling of pride in one's nation (Kosterman and Feshbach 1989) and loyalty and belonging to one's notion (Balabanis et al., 2001) .
nimosity is related to antipathy, hostility and opposition toward a county due to previous or ongoing military, political or economic actions (Klein et al., 1998) .
Ethnocentrism, patriotism and animosity can differentiate consumers behaviors toward purchasing foreign or domestic made products. Thus study evaluates ethnocentrisms, patriotism and animosity influence on Greek students' consumer behavior.
The study proposes a structural equation model which describes factors affecting Greeks students' consumption punching behavior, such as: xenophobia, morality and rationality in respect of ethnocentrism, patriotism and nationalism and economic and war animosity. The study testes the propose model for Convergent and Discriminant Validity. Also the model is tested for its Reliability.
The sample was 200 students from the department of Nursery Education of the University of Western Macedonia. 8 (4%) were males and 192 (96%) females. As regards the year of studies, 142 (71%) were first year students, 29 (14.5%) second year, 5 (2.5%) third year, 40 (10%) fourth years students and finally 4 (2%) were before graduation The instrument CETSCALE: Shimp and Sharma developed a 17-item scale to evaluate consumers' ethnocentric tendencies and called it CETSCALE (Consumer Ethnocentric Tendencies Scale). The scale seeks to clarify emotional dimension of purchasing imported goods regarding the implication to economic animosity, rationality and morality. More specifically, CETSCALE evaluates the degree to which consumers feel that the purchase of foreign products is unpatriotic and immoral because it threats the domestic economy and cause the loss of jobs. The 17 items of CETSCALE items were of a likert type and extended from 1 for total disagreement to 5 for absolute agreement (e.g. Greek people should always buy Greece-made products instead of imports; only those products that are unavailable in Greece should be imported).
The instrument of Patriotism and Nationalism: Kosterman and Feshbach's (1989) developed a 12-item scale to evaluate levels of patriotism (Patriotism and Nationalism Scale). All of the items made statements about patriotism in regards to feelings about the flag, country pledge of allegiance or countrymen. The 12 items of Patriotism and Nationalism Scale were of a likert type extended from 1 for total disagreement to 5 for absolute agreement (e.g. I love my country; I am proud to be a Greek).
The instruments of Animosity Scale: Klein et al. developed a 9-item scale to evaluate levels of animosity (Klein et al., 1998) . All of the items made statements about animosity in regards to feelings about the general dislike for a country, the war animosity and the economic animosity. The 9 items of Animosity Scale were of a likert type extended from 1 for total disagreement to 5 for absolute agreement (e.g. I dislike the Germans; I feel angry towards the Germans). Germany was chosen as an animosity country due to fact that Greece was involved with Germany in the Second World War, thus Greeks may have war animosity emotions and Germany ' economic role in the in the European Union and thus Greeks may have economic animosity emotions.
The questionnaires used in this study were adopted from previous study. Five point Likert scales are used ranging from strongly disagree to strongly agree. The questionnaires consist of seven components (Anastasiadou and Florou., 2013). The first three, Xenophobia (F1), Morality (F2), and Rationality (F3) resulted from Principal components analysis of the CETSCALE constructed by (Shimp and Sharma, 1987) . The next two, Patriotism (F4), Nationalism (F5) resulted from Principal components analysis of the Patriotism and Nationalism Scale (Kosterman and Feshbach's, 1989) . Finally the last two Economic Animosity (F6) and War Animosity (F7) resulted from Principal components analysis of the Animosity Scale: (Klein et al., 1998 At this point we should add that as all items loaded more heavily on their corresponding constructs rather than on other constructs, discriminant validity was satisfied. In addition, the square roots of all AVEs were larger than correlations among constructs, thereby satisfying discriminant validity (Table 2) .
In addition the average extracted variances are all above the recommended 0.50 level (Hair et al. 1995) , which implies convergent validity.
Compared to Cronbach's alpha equal to 0.818, 0.768, 0.709, 0.845, 0.819, 0.876, and 0.821 for the F1, F2, F3, F4, F5, F6 and F7 component respectively assumes equal weights of all the items of a construct and is influenced by the number of items. Composite Reliability relies on actual loadings to compute the factor scores, and thus provides a better indicator for measuring internal consistency. As shown in the next Table, Composite Reliabilities are above the threshold of 0.7. In conclusion, the measures in this study are reliable and valid.
Composite reliability (CR) and average variance extracted (AVE) Yet, all the inter-constrst correlations are below the cutoff point of 0.9, which suggest distinctness in discriminant validity (Table 3) . Kosterman, R., Feshbach, S., 1989. Toward a measure of patriotic and Nationalistic Attitudes. 10(2), 63-92. Shimp, T. A., and S harma, S. (1987) . Consumer ethnocentrism: Construction and validation of the CE TSC AL E. , 24(3), 280-289 . 
